



































	which	 report	 significant	 losses	 (The	 Economist,	 2009).	 	 These	 results	 show	 that	 market	
leading	companies	will	 not	be	able	 to	 restore	 their	profits	 to	 their	previous	 levels	again.		






of	 the	 brand	 name	 because	 this	 will	 make	 consumers	 buy	 them.	 	 Sales	 will	 also	 be	
increased	 through	product	 innovation.	 	Customers	demand	 significant	 innovations	which	
then	make	them	feel	 they	are	paying	more	for	a	significantly	better	product.	 	Customers	
are	 not	willing,	 however,	 to	 pay	 for	minor	 alterations,	 such	as	 new	 flavours	 and	 scents.		
There	 is	evidence	 that	market	 leading	brands	must	place	greater	emphasis	on	emerging	
countries,	such	as	Asia	or	Latin	America	(Field,	2009).This	is	because	emerging	countries	do	
not	have	enough	knowledge	and	/	or	resources	to	offer	private	 labels,	which	means	that	
market	leading	brands	are	free	to	promote	their	products.	
	
	
